
DIGITAL: AUDIENCES & STRATEGY 
Vince Ford 

Director of Digital Media 
New York Philharmonic 

 



HELLO. 
•  Why does it matter? 
•  What is a digital strategy? 
•  How to pull the pieces together? 
 

  



WHY TALK ABOUT 
DIGITAL? 
Because. 

  



WHY DOES DIGITAL MATTER? 
Consumer have evolved rapidly.  
•  Online video streaming has grown at a factor of 2-5x 

year-over-year since 2005.  
•  Services such as HULU, Netflix and YouTube have 

captured the major share of online consumers. 

Access to digital content is simpler and more readily 
available. 
•  Media consumers have become increasingly accustomed 

to “anywhere, anytime” access to all forms of digital 
content (music, video, photos, information, account 
management).media, social media and email. 

Digital Media is not just for young people.   
•  The older demographic in the U.S. is consuming a greater 

proportion of Digital Media content.   
•  35-55 year-olds participate on YouTube and Facebook at 

rates that are growing faster than younger users. 
  



ONLINE BY AGE. 

  



OUR TIME SPENT ONLINE. 

  



TYPICAL HOUR ONLINE. 

  



TYPICAL HOUR ONLINE. 

  

Facebook, Twitter, 
Yahoo!, Gmail, AOL 
Mail 

Portal, entertainment, 
news/info, lifestyles, 
and auto 

Published Content > 

< Email 

Social Media 

< 





WHAT ARE THE BENEFITS? 
•  Access: musicians, content, organization, 

information 

•  Convenience: anytime, anywhere, online concerts, 
YouTube, ticket purchases 

•  Interactive: social media, interactive components 

  



BUT CLASSICAL 
MUSIC CUSTOMERS 
ARE DIFFERENT. 
Nope. 

  



DIGITAL HABITS. 

  

94% 
 

Purchase 
Music 
Online 

60% 
 

Download 
Music 

Monthly 

45% 
 

Stream 
Pandora or  

Radio 

60% 
 

Watch 
video 

Monthly 

50% 
 

Use Social 
Media 
Monthly 



  



  



  



  



  



DIGITAL PROJECTS. 
How do we decide what to do? 

  



EXCITING IDEAS. 

Mobile 
Video 

3D TV Digital 
Signage 

Kiosks Barcode 
Tickets 

Social 
Networks 

Online 
Learning 

Digital 
Albums 

Mobile 
Apps 

Online 
Concerts 

Hospital 
Network 

HD Video RFID 
Cards 

Flipcams Mobile 
barcodes 

  



PROJECTS USUALLY BEGIN! 
•  Board member reads about 

the “latest” trend in a NY 
Times article. 

•  An intern launches a 
Facebook page. 

•  Marketing is desperate for 
something to help push a 
concert. 

 

  



BUT WHAT HAPPENS NEXT? 
•  No one knows what to do with it. 

•  Sits, neglected and undeveloped. 

•  Realize you need resources ($/people) to keep it going. 

 

  



GUIDING PRINCIPLES. 
1.   Commit. 

 
2.   “Test and learn” approach. 

3.   Stick with mass market trends. 

4.   Choose based on user needs. 

  



STRATEGY & 
IMPLMENTATION. 
Putting it all together. 

  



EXCITING IDEAS. 

Mobile 
Video 

3D TV Digital 
Signage 

Kiosks Barcode 
Tickets 

Social 
Networks 

Online 
Learning 

Digital 
Albums 

Mobile 
Apps 

Online 
Concerts 

Hospital 
Network 

DPTV RFID 
Cards 

Flipcams Mobile 
barcodes 

  



SUGGESTIONS! 

  



3 AREAS OF FOCUS. 

ENGAGEMENT 
 
Create engaging, convenient 
and accessible relationships 
with current and future patrons. 
 

EXPERIENCE 

Present an exciting concert 
experience from arrival to 
departure at your venue. 
 
 
 •  Social media 

•  Website features 
•  Select your own seat 
•  Print at home tickets 

•  Kiosks 
•  Digital signage 
•  Listening stations 

DISTRIBUTION 

•  Webcasts 
•  YouTube 
•  Mobile 

  

Broadcast music and education 
programs to anyone, 
anywhere, anytime. 



USER EXPERIENCE. 
Decision Making 
“I (think) I want to go  
to a concert” 

Getting to Venue 

Pre-Performance at Venue Performance 

Post-Performance 

  



Decision Making Getting to Hall Pre-Performance Performance Post-
Performance 

•  Hear local 
orchestra on the 
radio and become 
inspired to  

•  Purchase a 
download of your 
performance. 

•  View photos of 
previous concert 
liked by a 
Facebook friend 
from orchestra 
Facebook page. 

•  Plan out evening 
based on info from 
website. 

•  Learn more about 
the performance you 
are going to hear 
with video clips, 
program notes & 
other media. 

•  Enjoy new, 
modern work 
more than usual 
because of online 
program notes. 

•  Learn more about 
the oboist who 
played a beautiful 
solo in one of the 
works you heard. 

•  Receive invitations, 
directions and offers 
for post-concert 
events with artists 
and fellow patrons. 

•  Order last minute 
seats. 

•  Print tix at home. 

•  Enjoy better parking 
with the parking 
discount on your 
ticket. 

•  Skip box office 
and will call lines 

•  Personal 
greeting from 
ushers 

•  Development 
informed of VIP 
arrival 

•  Deeper 
connection with 
performance by 
section close-ups, 
reading real-time 
notes, and 
following the 
score. 

•  Make a purchase at 
the symphony store 
using a coupon on 
your PAH ticket. 

•  Relive thrill of the 
performance with 
download. 

•  Share music with 
coworkers on 
Monday. 

USER EXPERIENCE !  

EXPERIENCE 

ENGAGEMENT 

DISTRIBUTION 

  



Decision Making Getting to Hall Pre-Performance Performance Post-
Performance USER EXPERIENCE !  

EXPERIENCE 

ENGAGEMENT 

DISTRIBUTION 

  



RESOURCES. 
People & money are part of this too. 

  



COMMON THEMES. 
•  Expensive. 
•  Our customers don’t want it. 
•  Requires special skills. 
•  Not worth the effort. 
•  Musicians won’t support it. 
•  Board won’t support it. 

  



BIG SECRET. 
Your staff, musicians and 
board will support a digital 
strategy if you have one. 

  



FUNDING. 
•  95% of your digital efforts will be offered for free. 

•  These are contributed revenue projects: 
–  Corporate sponsorship 
–  Development campaigns 
–  Foundation support 
–  Special gifts from individual donors 

  



TOOLS. 
The basics of what you need. 

  



THE BASICS. 

VIDEO 

•  Largest video network 
•  Accounts for 5% of user time 

online 
•  Casts a wider net for new 

audiences 
•  Free 

SOCIAL 

•  Largest social network 
•  500M+ active users 
•  Where users spend most 

of their time online 
•  Expected 
•  Free 
 

AUDIO/MOBILE 

•  Classical Music Focused 
•  THE event-based platform 

for mobile services 
•  Free ! to affordably 

priced 

  



WEB: NEW YORK PHIL. 



DISTRIBUTION: LA PHIL. 



SM: IRAQ YOUTH ORCHESTRA. 



FUNDRAISING: 
CHARITY:WATER. 



FUNDRAISING: 
CHARITY:WATER. 



PEER REVIEW SUMMARY. 

Somewhat        No       Yes 

  



QUICK RECAP. 
3 areas of focus. 

  



DISTRIBUTION. 
Leverage established platforms. 

  



ENGAGEMENT. 
Success online requires strong social networks. 

  



EXPERIENCE. 
Excite your customers at the venue. 
 

  



THANK YOU. 
 
vince.ford@gmail.com 
vinceford.com 

  



OUR TIME SPENT ONLINE. 

  


